
1	  

Mobile Video  
Benchmark Study 
 
April 2014 

MMA: Demonstrating Measurement and Impact 



Acknowledgements 

§  MMA Member Data Contributors: 

§  Data Aggregation and Normalization – ImServices 
§  Analysis – Gerard Broussard, Pre-Meditated Media 

2 



Table of Contents 

•  Study Set-up and Overview:    Slide 4-8 

•  Study Findings:       Slide 9 

•  Industry Benchmarks:      Slide 10-11 

•  Ad Unit Format:           Slide 12-14 

•  Skippable Ad Drop-off:      Slide 15 

•  Ad Length:              Slide 16-18 

•  Hour of Day:          Slide 19-22 

•  Ad Frequency:        Slide 23-24 

•  Appendix:         Slide 25 

3 



Study Overview 

Background/Purpose 
•  Mobile Marketing Association (MMA) sought to provide mobile video 

performance insights to advertisers, agencies, publishers and 3rd party 
video servers 

•  MMA secured participation from six mobile publishers to provide one 
month’s (March, 2013) worth of mobile advertising data to report video 
performance benchmarks 

Performance Measures - the analysis 
focused on three key measures: 

1.  Completion Rates 
2.  Click Rates (CTR) 
3.  Non-Skippable vs. Skippable 

Ads 

Evaluation Criteria – the three 
performance themes were evaluated 
through the lens of: 

1.  Ad Unit Length, Ad Format, 
Site Genre 

2.  Dayparts/Time of Day 
3.  In-App vs. Mobile Web 
4.  iOS vs. Android 
5.  Phone vs. Tablet 
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Five Key Findings 

 
1.  Mobile Video ad engagement metrics provide first meaningful 

benchmarks for the industry 
 
2.  Engagement for skippable video advertising is robust despite 

the option for viewers to bypass ads 

3.  Mobile video completion rates were flat across ad length, 
however, CTRs dropped for ads greater than 30 seconds 

4.  A high-engagement, late night window exists among a small 
group of consumers 

5.  Mobile video ad performance, like other forms of advertising, 
declines with excessive ad frequency 
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Other Findings of Note 

1.  In-app ad volume dominated; three in-app units ran for every 
one on the mobile web 

 
2.  Linear video ads ran at two times the volume of Interstitial and 

Value Exchange combined 

3.  Arts & Entertainment, Games, Hobbies and Sports represented 
the vast majority of ad activity, reflecting consumer mobile 
video use  
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In-‐App	  Phone	  
46%	  

MobileWeb	  Phone	  
7%	   In-‐App	  Tablet	  

30%	  

MobileWeb	  Tablet	  
2%	   Unknown	  

14%	  
Devices	  

Non-‐skippable	  
68%	  

Skippable	  
32%	  

Non-‐skippable/	  
Skippable	  

iOS	  
82%	  

Android	  
18%	  

Oprea6ng	  
System	  

More than 75% of all advertising occurred in-app, the majority on 
phones . . . 

iOS activity accounted for more than 80% of ad volume . . . 

Skippable ads comprised a third of all ad impressions . . .  

559 Million Ad Impressions 
Share of Ad Impression Volume 



559 Million Ad Impressions 
Share of Ad Impression Volume 
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Linear	  Video	  
65%	  

IntersHHal	  
17%	  

Value	  Exchange	  
15%	   Unknown	  

3%	  

Ad	  Format	  

:15	  or	  less	  
56%	  

:16-‐:30s	  
33%	  

:31+	  
8%	  Unknown	  

3%	  

Ad	  Length	  

Arts	  &	  Entertainment	  
47%	  

Games	  
24%	  

Hobbies	  &	  Interest	  
14%	  

Sports	  
7%	  

Other	  
9%	  Site	  Genre	  

Linear video was the predominant ad form followed by a split of 
Interstitial and Value Exchange . . . 

More than half of ads were :15 or less . . . 

Four dominant genre reflective of consumer video activity in mobile 
space . . .  
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STUDY FINDINGS 



1. Mobile Video ad engagement metrics 
provide first meaningful benchmarks for 

the industry 
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CTR Benchmarks 
Mobile Video Aggregated Findings 

•  CTR rates for all ad formats serve as an initial proxy for ad engagement 

2.30%	  

1.50%	  

2.21%	  

1.41%	  

2.66%	  

0.00%	  

0.50%	  

1.00%	  

1.50%	  

2.00%	  

2.50%	  

3.00%	  

MMA Non-
Skippable Linear 

Video 

MMA Skippable 
Linear Video 

MMA Non-
Skippable 

Interstitial Video 

MMA Skippable 
Interstitial Video 

MMA Value 
Exchange Video 

Source:	  MMA	  Mobile	  Video	  Benchmark	  Study,	  2013	  
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2. Engagement for skippable video 
advertising is robust despite viewers’ 

option to bypass ads  
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Ad Unit Format 
Completion Rate – Phones/Tablets 

93%	   92%	  
97%	  

8%	  

23%	  

0%	  
0%	  

10%	  

20%	  

30%	  

40%	  

50%	  

60%	  

70%	  

80%	  

90%	  

100%	  

Linear	  Video	   Inters66al	   Value_Exchange	  
Non-‐Skippable	   Skippable	  

•  Skippable completion rates are dramatically lower than non-skippable . . . 

Number of Impressions: 

Non-Skippable   194.9mm                               53.5mm                                               59.1mm 
        Skippable   142.9mm                                          16.9mm                                                 N/A 

Source: FINAL_v4_201312_SKIPPABLE _updated 

9% 25% 
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Ad Unit Format 
CTR - Phones/Tablets 

2.4%	  
2.2%	  

2.4%	  

1.5%	   1.4%	  

0.0%	  
0%	  

1%	  

1%	  

2%	  

2%	  

3%	  

3%	  

Linear	  Video	   Inters66al	   Value	  Exchange	  

Non-‐Skippable	   Skippable	  

•   . . . however skippable CTR rates don’t follow too far behind   
non-skippable 

Number of Impressions: 

Non-Skippable     45.5mm                                 53.5mm                                               59.1mm 
        Skippable    142.9mm                                 16.9mm                                                 N/A 

Source:	  FINAL_v4_201312_SKIPPABLE	  _CLICK_ONLY_updated	  

62%	   64%	  

Implication: ads were 
more relevant for those 
who decided not to skip 
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Skippable Ads 
Overall Completion Rate* 

§  Ad skipping is a process that unfolds in stages of time  
§  More than half of skippers stick around until 25% of the video has played 
§  Around 30% remain through a video ad’s halfway mark  

Source:	  FINAL_v3_QUARTILE_SKIPPABLE	  	  	  

56%	


27%	


21%	

18%	


63%	


32%	

29%	
 27%	


50%	


31%	

26%	
 24%	


0%	
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70%	


25% of Ad Time	
 50% of Ad Time	
 75% of Ad Time	
 100% of Ad Time	


iOS Phone	
 iOS Tablet	
 Android Phone	


* Includes only ads where quartile and skippable data were available 

Completion Rate by Quartile 
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3. Mobile video ad completion rates were 
flat by ad length, however, CTRs dropped 

for ads greater than 30 seconds 
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Ad Length 
Completion Rate – Phone/Tablet 

92%	   94%	   96%	  

9%	  
12%	   14%	  

0%	  

10%	  

20%	  

30%	  

40%	  

50%	  

60%	  

70%	  

80%	  

90%	  

100%	  

Less	  than	  :15	   :16-‐:30	   :31+	  
Non-‐Skippable	   Skippable	  

•  Virtually no difference in non-skippable completion rates for ads of different length  
•  Completion rates of skippable ranged between 9% and 14% 

Number of Impressions: 
Non-Skippable          146.1mm                         120.1mm                                                    40.1mm 
        Skippable          122.3mm                          33.9mm                            2.6mm 

Source:	  FINAL_v4_201312_SKIPPABLE	  _updated	  
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Ad Length 
CTR, Phone/Tablet 

2.2%	  

2.5%	  

1.3%	  
1.4%	  

1.8%	  

0.8%	  

0%	  

1%	  

1%	  

2%	  

2%	  

3%	  

3%	  

Less	  than	  :15	   :16-‐:30	   :31+	  
Non-‐Skippable	   Skippable	  

•  Click rates for ads longer than 30 seconds tended to be lower than shorter-length units 

Source:	  FINAL_v4_201312_SKIPPABLE	  _CLICK_ONLY_updated	  

Number of Impressions: 

Non-Skippable    87.9mm                                  66.9mm                                                  2.3mm 
        Skippable  122.3mm                                  33.9mm                                2.6mm 
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4. A high-engagement, late night window 
exists among a small group of consumers 
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Impression Summary 
Hour of Day - Device 
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12,000,000	  

14,000,000	  
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Phone	  

0	  
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12,000,000	  

14,000,000	  
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Tablet	  

Number of Impressions: 

 237.1mm 144.2mm 

•  For both phones and tablets,  impression volume drops sharply over night 
then shoots upward during the course of the day 

Day6me	  TV	   Prime	  TV	  

9A-‐4P	   8-‐11P	  

Day6me	  TV	   Prime	  TV	  

9A-‐4P	   8-‐11P	  
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Hour of Day 
Completion Rate - Device 
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Number of Impressions: 

237.1mm 144.2mm 

•  Completion rates peak during late evening/early morning hours and are 
relatively flat throughout the remainder of the day 

Day6me	  TV	   Prime	  TV	  

9A-‐4P	   8-‐11P	  

Day6me	  TV	   Prime	  TV	  

9A-‐4P	   8-‐11P	  
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Hour of Day 
CTR by Device 

0.0%	  

0.5%	  

1.0%	  

1.5%	  

2.0%	  

2.5%	  

3.0%	  

Phone	  

0.0%	  

0.5%	  

1.0%	  

1.5%	  

2.0%	  

2.5%	  

3.0%	  

Tablet	  

Number of Impressions: 

169.8mm 72.5mm 

•  Phone CTR rates are highest during late evening/early morning hours 
suggesting that engagement is much deeper for people active during this 
time period 

•  Tablets CTRs did not follow the same pattern as phone 

Day6me	  TV	   Prime	  TV	  

9A-‐4P	   8-‐11P	  

Day6me	  TV	   Prime	  TV	  

9A-‐4P	   8-‐11P	  

22 



5. Mobile video ad performance, like 
other forms of advertising, declines with 

excessive ad frequency 

23 



Ad Frequency  
Impact on CTR* 

•  Excessive ad frequency has clear downward impact on CTR rates 

0.9%	  

1.5%	  

1.2%	  

0.7%	  
0.6%	  

0.5%	  

0.0%	  

0.2%	  

0.4%	  

0.6%	  

0.8%	  

1.0%	  

1.2%	  

1.4%	  

1.6%	  

1-‐5	   6-‐10	   11-‐15	   16-‐20	   21-‐25	   over	  25	  

CTR	  by	  Ad	  Frequency	  

Ad Frequency!
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Appendix 
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Definitions 
1. PRE/MID/POST-ROLL LINEAR VIDEO AD UNIT: 

Definition: a mobile video ad that runs before, during or after video content 
2. INTERSTITIAL VIDEO AD UNIT: 

Definition: a mobile video ad that runs between non-video content and 
occupies a majority of the device screen 

3. VALUE EXCHANGE VIDEO AD UNIT: 
Definition: a mobile video ad that runs on user initiation and is viewed to 
completion in exchange for a digital reward such as points, goods, coins, 
coupons or paywall gated content that would otherwise be earned or 
purchased 
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IAB Taxonomy Categories 
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IAB Taxonomy Categories 
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Nielsen TV Dayparts 
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